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ABSTRACT
In recent years, the city of Veszprem was able to obtain several significant achievements concerning its
green branding: it was awarded the “Hungary in Bloom” and the “Climate Star” titles together with the
“Gold” prize of the Entente Florale Europe award and the special “President’s Award for the Restoration of
a Public Open Space”. This case study examines the impact and results of the preparation work and
participation in national and an international green branding contests on destination marketing and city
image through the analysis of the literature and structured interviews with the theme specialists of the
contests. The implications of the research, based on the result of displaying the future vision of Veszprem,
offer best practice advice for communities that are considering using green branding tools such as entering
a horticultural contest. The results of the research confirm that a potential winning entry, apart from
having an attractive cityscape, needs to meet the more novel assessment criteria of these contests as well,
i.e. the development of family friendly and accessible infrastructure, multilingual tourist information
and digital accessibility.
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1. INTRODUCTION
Globalisation results in a strong competition among cities, predominantly in terms of investors,
positive media attention, and attracting talented young people, innovative companies and the
creative industry. At the millennium, during the creative process of city branding, the
increasingly popular slogan “green city” has lost more and more of its meaning as now almost
every city wishes to consider itself “green” (Parker – Zingonide Baro 2019; Moreno 2020).
Nevertheless, the mere use of the word “green” is not enough in the case of city marketing, the
creation of a well-considered long term strategy is also required, one that reflects commitment,
innovative, quality-centred thinking, with appropriate internal and external networking; pre-
ceded by benchmarking (Hall – Dickson 2011; Kavaratzis 2007). It is essential that such strategy
should unite the work of landscape architects with marketing experts, communicating that the
handling of green heritage is of great importance towards both the local population and tourists
(Anderberg – Clark 2013; Konijnendijk 2010).
In 2017, the year of the silver jubilee of the Hungary in Bloom Horticultural Contest,
Veszprem was awarded the first prize from more than 300 contestants. After the domestic
victory, the “city of queens” decided to enter the 2018 international Entente Florale Europe
(hereafter: EFE) contest. Veszprem, also awarded the title “Climate Star”, was visited by the
members of the international jury who were greeted by experts in tourism, urban planning and
environmental protection with various themes at several stations. Apart from environmental
protection and education on environmental awareness, the themes of cultural heritage, tourism
and leisure activities were assessed by the international jury. In the September 2018 awards
ceremony, held in Ireland, Veszprem was awarded the Entente Florale Europe Gold prize and
the special “President’s Award for the Restoration of a Public Open Space”.
Several cities compete for various prestigious (international) green awards to prove their
commitment to the improvement of the standard of living and to environmental beautification
(Checker 2011; Connolly 2018). One such initiative is the award “European Green Capital”,
presented by the European Commission. According to the rules of the competition, any city with
a population over 100,000 may be the green capital, furthermore, smaller cities with populations
over 20,000 can enter a competition category called “European Green Leaf”. Applicants must
perform in twelve categories which are evaluated in four application stages and the award is
granted by an international jury supported by a panel of experts. The main criteria include
environmental issues that greatly affect the everyday quality of life such as waste management,
local transport, air quality, the level of noise pollution, eco-innovations and their generated jobs,
and green urban areas (European Commission 2021).
The EFE is administered by the European Association for Flowers and Landscape (AEFP).
For three decades it has drawn attention to the importance of urban greening which is a crucial
element of improving the quality of life in the participating communities. Important aims of the
competition are participation on a community level and increasing the commitment of the
residents. A further benefit of this initiative is that a greener environment, improved city
branding and the prestigious international status of the competition stimulate tourism (AEFP
2021).
These titles and awards drew attention to the importance of urban greening and developing
green spaces in cities, representing a crucial improvement in the standard of living of the
participating communities. Importantly, such contests aim to encourage community participation
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and the commitment of the population. The initiatives indirectly contribute to the development
of communication channels, the exchange of expertise and information flow on a European
level, and to the development of long term partnerships. A greener environment, the improvement
of the city image, and the significant international prestige of the contest promote a potential
in the field of destination marketing which may contribute to the enhancement of tourism.
Based on the considerations mentioned above, the aims and objectives of this case study are
to examine and analyse the impact of the preparation work and participation in the afore-
mentioned domestic and international green branding contests on destination marketing and
city image through the analysis of the literature and structured interviews with the theme
specialists of the contest in Veszprem. For this purpose the following research questions have
been identified:
 RQ1: How do these awards influence the destination marketing of Veszprem?
 RQ2: What kind of impact and influence does the contest’s preparation process (increasing
green spaces, developing greenway infrastructure, planting flowers, trees, etc.) have on
destination marketing in Veszprem?
 RQ3: How can we generalize the best practices and experiences of Veszprem related to
branding?
 RQ4: How can the stakeholders share the knowledge and make it usable for settlements,
considering the participation in the Entente Florale Europe competition?
The novelty of this research is based on the recognition that no such complex city devel-
opment and green branding initiatives have been promoted in Hungary and consequently no
such comprehensive analysis have been earlier provided in the Hungarian context. Thus, the
authors believe that the analysis of the results of green branding in Veszprem will provide a case
study-based good practice for other Hungarian and similar Central-European cities where
tourism development is planned to be implemented through sustainable and responsible aspects
and methods such as green branding. So, on the one hand, the results display the future vision
and city development of Veszprem and on the other hand offer best practice advice for com-
munities that are considering entering such green branding-type contests.
2. THEORETICAL BACKGROUND
2.1. City marketing, destination marketing, branding, green cities
The theory of city marketing and destination marketing starts out with the definitions of place.
As Jones and Olins (2006) describe a “place is a location with a meaning”. The authors further
state that in order to add meaning to a location you have to add associations, ideas, history and a
sense of identity and image. Turning from places to cities, according to Boisen (2007), city image
aids cities in the competition for business/economic agents, inhabitants, visitors, talent, or
gaining attention in the globalised world. In the interpretation of Florida (2008), cities compete
for three key economic factors: talent, innovation, and creativity.
City marketing emphasizes green spaces and their development, addressing external (e.g.
tourists) (external branding) and internal (local) agents (internal marketing). In modern cities,
creating a committed population is highly important (Kotkin 2005). Branding helps with
networking, as it helps involve new service users, new ethnic groups and children (Terkenli et al.
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2020). With these segments and with the existing “clients”, it is worth building a long term
relationship. This is what the so-called lovemarks (Roberts 2004) are based on. Green spaces can
be associated with various emotions, special and sometimes mysterious experiences, and sym-
bolic values (Hofmeister – Simanyi 2006). The success of the tourism industry can be
demonstrated by the touristic target areas (destinations), where as a result of the work of tourism
stakeholders – while promoting sustainability – the quality of life of the local population im-
proves as well (Strømmen-Bakhtiar – Vinogradov 2019). In another approach, the recipient area
of tourism is a scene of an activity that embodies the efficient functioning of the market
(Michalko 2012), which translates as the given region’s promise of experiences in the consumer’s
thinking.
A traditional approach to destination marketing concentrates on encouraging visits and in-
terprets tourism as a commodity or service (Mikulic et al. 2016). On the other hand, destination
marketing in a modern interpretation, based on sustainability, considers the specific needs and
limitations of the recipient areas (bearing capacity), and their geographical, environmental and
sociocultural features (Chi 2012; L}orincz 2017). Destination marketing activities can be inter-
preted and grouped on different levels (national, regional, local): within this, the local (municipal)
level has the prominent responsibility of product development, attraction development, attitude
formation, promotion and image building (Boo et al. 2009). Destination marketing can be
categorized into community-type marketing activities (Piskoti 2012), which, on the one hand, is a
key component of regional and municipal marketing, and on the other hand, is a significant part
of destination management, most preferred by tourism suppliers (Ashton 2014).
2.2. The relationship between city image and green spaces
Cities attract people if they offer a high standard of living (quality of life) and a quality work
environment (workplace) (Davidson 2012). While throughout history, the elite possessed green
spaces created primarily for entertainment purposes, nowadays newly created parks and green
spaces predominantly increase the prestige of cities, and represent appeal (Haase et al. 2017;
Gulsrud et al. 2013). Since the growth of power of local governments from the 19th century, the
role of green spaces has also appeared in city branding. The green branding of cities is a
complex activity as nowadays it focuses not only on the green spaces of the municipality,
but also on environmental awareness and its fundamental questions (such as fighting
climate change, becoming a zero-carbon city, energy efficiency) (Hofmeister-Toth et al. 2011).
However, planting trees and developing and increasing green spaces remains a cornerstone
(Lang – Rothenberg 2017).
Several cities, such as New York (Central Park), Kuala Lumpur (Lake Garden), or London
(Royal Gardens), apply their unique urban gardens, forests, and parks in their tourism mar-
keting strategies, making the city more competitive and attractive. Such initiatives attract so
many tourists that they have their own destination brand that is displayed on city brochures,
websites and local signboards. Forests and nature reserves near cities may become even more
unique if they receive a special status, such as in Stockholm Djurgarden Park is now part of the
first National City Park of Sweden (Konijnendijk 2008). City forests and natural urban areas in
Vienna and Warsaw have been granted national park status as well. These green parks and areas
are highly important for the local population as they provide a nearby recreational environment.
For the local population, visitors and enterprises, “green” represents something positive and
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high quality, and so urban green spaces are highly regarded. Parks and green spaces also provide
community spaces for residential groups.
2.3. Green branding
Greener city branding from the point of view of local governments has become a recent trend.
As Barthold states “the call for cities and local governments to become ‘sustainability leaders’ or
“climate champions” has resonated widely across multiple scales of governance and in both
the private and public sectors” (Barthold 2018:25). Additionally, sustainability issues – from
economic, social or environmental perspectives – also have been integrated into the branding
and marketing strategies of cities.
As a result of these processes, the concept of green branding has recently been recognized as
an important strategy for improving city governance, liveability and competitiveness.
Konijnendijk (2010) refers to widely visible and accessible public parks, trees, and landscapes as
the elements or major contributors of green city branding. Another aspect of the research on
green branding is that urban green resources, such as the provision and characteristics of
ecological assets (parks, green spaces, natural landscape) can be seen differently from the
perspective of the residents and the tourists (Wang 2019). Furthermore, urban green resources
strengthen local identity (Matsuoka – Kaplan 2008), develop a society that balances with nature
(Register, 2006), offer opportunities for destination marketing, and create an attractive brand
that appeals to various types of visitors and users (Braiterman 2011).
As one of the most inspiring contributions to the research of green branding, the study of
Chan et al. (2018) should be highlighted, where the authors introduced the application of the
Green Brand Hexagon (GBH) which measures multidimensional attributes of a green resource
brand, with which the green brand attributes of a city can be tested. In this approach, green
potential is measured by such indicators as green status, green space, green pulse, green citi-
zenship and green prerequisites (Chan et al. 2018; Chan – Marafa 2017).
3. DATA AND METHODOLOGY
The authors chose the single-case study research methodology, since this approach can provide
a basis for in-depth explanation (Yin 2009). The article’s case study on Veszprem focuses on
green branding at the destination level and highlights adequate directions towards urban sus-
tainable cities.
During the primary research, in spring 2019, structured interviews were made with the six
major theme specialists of Veszprem on Hungary in Bloom and EFE, and with the national
coordinator involved in the jury’s work. During the course of the interviews, we asked the
organisers and assessors for their views on the effects of the two awards on the local population
and on destination marketing. The questions covered the following areas:
 the qualification, professional profile and experience of the interviewee;
 the motivation of the interviewee to be involved with the EFE competition;
 the specific tasks and fields of responsibility during the course of the competition;
 conclusions on the significance and the benefits of EFE from the point of view of destination
marketing and local/community participation;
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 the impact of winning the gold award on city image, destination marketing and on the local
community;
 sharing recommendations regarding development, best practice, and the communication of
the contest.
The interviewees were also responsible for some of the professional categories of the
competition, and their jobs were linked to the concepts of urban marketing and green branding.
The following persons were included in the survey: two employees of the Veszprem Public
Utility Service Provider Ltd. (the Office Manager and the Leader of the Parkcare Team), two
leaders from the Local Government (Chief of Staff and the Head of Urban Development Office)
and the Managers of the Local and Regional Tourism Ltd. The interview questionnaire was sent
to the professionals in advance in electronic format. After that, the structured interviews were
made by phone calls lasting 45–60 minutes.
4. RESULTS
4.1. Introduction to the case study area
Veszprem, the City of Queens, is situated at the meeting point of Bakony Hills and the Balaton
Uplands, 110 km southwest of Budapest, and 15 km north of Lake Balaton. Its advantageous
location, easy access, diverse geographical features, and values due to the city’s rich history and
vibrant intellectual and cultural character make it a popular tourist destination. Built on seven
hills, it is also called “the Rome of Transdanubia”, which in 2023 – together with the Balaton
region – will hold the title of European Capital of Culture (Kantor – L}orincz 2020).
The city, with a population of nearly 60,000, has been part of the Balaton accentuated
tourism development area since 2017. Both residents and visitors enjoy the proximity of the
largest sweet water lake of Central Europe and the available leisure activities offered by the lake
and the towns along the shore. The hiking and educational trails of the forests of the Bakony
Hills and the sites of the Balaton Uplands National Park can also be easily linked with sight-
seeing in Veszprem. Veszprem primarily concentrates on cultural tourism within the urban area,
but, thanks to its developed economy, the presence and contribution of business tourism is also
significant (L}orincz – Raffay 2019).
4.2. The description of the Hungary in Bloom Horticultural Contest
The horticultural movement and contest of Hungary in Bloom is the Hungarian representative
of Entente Florale Europe. Since 1994, the movement has become one of the most significant
competitions with some 300 Hungarian communities joining annually, mobilizing about three
million people. One of the aims of the initiative is creating an attractive country image,
encouraging the cooperation of the locals, this way contributing to an increased number of
visitors, and indirectly improving the sense of wellbeing of both domestic and foreign tourists,
while strengthening the touristic country image (Hungarian Tourism Agency 2019b).
The movement of Hungary in Bloom is dedicated to environmental protection, promoting
environmental awareness and the environmental education of young people. For the movement
it is especially important that it promotes the creation of new green spaces, parks, boulevards,
and the renewal and the development of existing ones. The care and maintenance of parks and
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green spaces is at least as important as their creation, therefore in the greening of public spaces,
streets, buildings, and institutions, local authorities count on the active cooperation of local
communities as well (Anguelovski et al. 2018).
The financial, legal and organisational backbone of the project is ensured by the Hungarian
Tourism Agency (HTA). In 2017 the HTA reconstructed its environmental beautification and
communication strategy and visual features (Fig. 1). The HTA also introduced a new logo and
design with the use of its own social media platforms (Facebook and Instagram), furthermore, it
strengthened its communication towards the wider public by requesting a household name to be
the patron. One of the key aspects of the renewal of the project was to involve as many cities,
towns and villages in the competition as possible, to make participation in the movement more
popular, and to promote the participation of the highest possible number of the communities of
tourist destinations (Hungarian Tourism Agency 2019a).
There are two ways to sign up for the contest, considering the size of the city, town or village.
The technical evaluation is completed by the expert jury of the Hungary in Bloom Horticultural
Contest (where one can find nationally recognised horticulturists, landscape architects, urban
planners, environmental specialists, and tourism experts), in accordance with the predefined
weighted scoring system. The following criteria are considered during the course of the
competition (Viragos Magyarorszag 2021):
 the quality of the green spaces of the settlement;
 environmental protection, sustainability, environmental education;
 community participation in the creation of the green spaces of the settlement;
 the destination’s appeal, creating a tourist friendly environment;
 the expertise and participation of the local government
4.3. Entente Florale Europe (EFE), and the preparation process
Primarily, the first prize winners of the Hungary in Bloom contest enter the competition of the
EFE. The international jury spends only one day in the settlement (in the case of Veszprem the
judging tour took place on 29 June 2018), but the visit is preceded by a structured preparation
lasting several months. During the course of the preparation in Veszprem, the city created an
English language portfolio where the city is introduced based on the criteria determined by
the jury (ten topics). The “road book”, used on the judging day, marks the most important
and most prominent messages of the sites, drawing attention to the highlighted features of
Fig. 1. The logo of Hungary in Bloom
Society and Economy 43 (2021) 3, 253–269 259
Unauthenticated | Downloaded 09/03/21 09:47 AM UTC
each. The jury’s visit on the sites is assisted by experts specialising in the themes (theme
specialists).
The following themes are presented on the sites:
 the method and quality of communication towards locals and tourists;
 planning policies (themes of built environment, tourism and leisure);
 the relationship between the city and the surrounding landscape, the way urban facilities/
institutions fit in the surrounding landscape;
 cultivating environmental awareness, environmental protection, community participation;
 the quality and condition of urban green spaces.
Veszprem also created a logo specifically designed for the EFE contest (Fig. 2).
4.4. The green titles and projects of Veszprem
To put the social and economic consequences of the project in context, it is important to briefly
present what the destination offers, and review the steps towards the “green city” and the “green
brand”. Since 2002, Climate Alliance has rewarded excellent municipal and regional network
projects with the Climate Star award. The award is to acknowledge the initiatives and results of
European cities, municipalities and regions in the fields of sustainable energy, mobility, con-
sumption, urban and regional development, and the involvement of residents (Alliance 2018). In
Hungary, the Climate Star - Locally for Climate Protection award was first announced in 2011
with eleven Hungarian municipalities competing for the title. From these, the jury awarded the
works of Morahalom, Ujszilvas and Veszprem. The Hungarian Climate Protection Alliance,
which announced the application, supported the participation of all applicants in the following
year’s European contest. The award winning application of Veszprem consisted the following
three parts:
 the creation of the Municipal Energy Policy 2010–2025, with the involvement of the local
population via residents’ forums and a series of presentations;
 to promote the sustainability of transport and energy use, the creation of cycleways, the
enlargement of green spaces, planting trees, and the installation of street lighting, further-
more;
 the introduction of the project Cloisters and Gardens (the renovation of 10 ha of green space,
the clearing of a 2.3 km long stream bed, the construction of 3 playgrounds, the recon-
struction of 3 listed buildings) (Hungarian Climate Protection Alliance 2011).
Fig. 2. The logo of Veszprem in the competition Veszprem MegyeiVaros 2018
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Since the Climate Star award was granted (2012), the cycleway has already been extended
from the city centre to the southern industrial estate, a cycle route connecting Veszprem and
Nemesvamos has been built, and now the growing cycle network also includes a route linking
the city centre with the railway station.
Veszprem entered the horticultural contest Hungary in Bloom in 2017 and the Entente
Florale Europe in 2018, which is in accordance with the Energy Policy of Veszprem City of
County Rank (2010–2025). One of its most important aims is that by 2026 the city should
reduce its carbon-dioxide emission by 25% and will aim to reach partial energy independence
(e.g. 25% of the city’s energy supply will be sustainable). The extension of green spaces is among
the items listed in the areas of municipal intervention.
The highlighted targets determined in the policy include horizontal (H) and vertical (V) ones
– the following list identifies the items that best match the concept of environmental beautifi-
cation of Hungary in Bloom and the Entente Florale Europe:
 H1: the development of environmental awareness and enforcing climate protection aspects in
urban planning, maintenance of urban infrastructure, and in related fields;
 H3: organising urban society into a community and supporting environmentally conscious
communities;
 V8: by 2026 the proportion of green space per capita has to reach 25 m2 within the
administrative boundaries of Veszprem, furthermore, the forested territory of the sur-
rounding area (10 km) has to reach 10%. Considering that green spaces are identified as key
performance indicators in the climate protection goals of the city, Veszprem wishes to treat
both segments as crucially important. Nevertheless, from the points of view of the locals and
tourism, green spaces are of prime importance. Commitments have therefore been made
regarding these spaces, and there are proposals for action plans.
4.5. Primary data analysis: Results from the experts’ interviews
The six main theme specialists interviewed were all experts of their field (economics, archi-
tecture, arts, tourism). It should be noted that all professionals cooperated in the project as part
of their job requirements upon the specific request by the council management, although half of
the interviewees were interested in the possibility of the participation in the international contest
due to personal motivations as well.
As shortly mentioned in the methodology chapter, the theme specialists of Veszprem rep-
resented several professional fields, adequately covering the given professions, such as:
 application management (fine tuning the various fields, keeping contact with the council
management) and coordination (the organisation of the visit by the international jury);
 the development of built environment and creating the landscape features (green spaces,
planting);
 community involvement (environmental education, public service, green infrastructure);
 marketing communication (portfolio, elaborating the 10 themes and the road book) and
 tourism and leisure.
The respondents explained that during the course of the preparation for the contest, they
utilised their previous professional experience, especially their knowledge related to their job
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requirements (management, communication, marketing, tourism, urban planning, urbanism).
Furthermore, their skills of handling multi-participant situations, such as management level
relationship networks, local knowledge, team work, cooperation, operational organisation skills,
language knowledge, and openness towards European cultures were highlighted.
The respondents judged the significance, benefits, and positive outcomes of the EFE
competition in different ways from the point of view of city image and destination marketing
(Fig. 3) The statements had to be evaluated on a five-point scale (1 5 not at all, 5 5 fully agree).
The theme specialists most positively evaluated the transferable skills gained by the professional
experience during the preparation (4.5), followed by the feedback from the international jury
(4.3), and the method and course of the preparation work for the international competition (4).
Overall, considering the city image, the impact of the gold award and the special prize on
domestic and foreign visitors was evaluated as poor (2). A higher grade (3.16) was given to the
importance of reinforcing a positive city image in respect of the local population.
According to the theme specialists, the gold award granted in the EFE competition primarily
won the appreciation of experts, therefore its impact on city image, destination marketing and
local communities is less measureable. It was emphasized that the international recognition was
predominantly known in the professional sphere, so the gold award is very highly regarded.
Consequently, Veszprem – following the advice of the jury – prepared and accepted the proposal
for a green space policy in 2019, the first of its kind in Hungary.
Tourism experts involved in the interviews agreed that the award has a brand building effect
both on a domestic and on an international level, as long as it is supplemented by appropriate








through experience during the
preparation for the competition
Feedback of the international
jury's opinion
The method of preparation for an
international contest
The impact of gold award and the
special award on domestic and
international visitors
The significance of the award in
terms of reinforcing a positive
city image in respect of the local
population
Fig. 3. Judging the importance of the EFE competition from the point of view of city image and
destination marketing
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positive message in both leisure tourism and conferences and business meetings. As a result of
the international award, the reason for pride is approved: “We have something to talk about,
there are results, the city performed excellently, the local government and the private sector was
able to join forces.” Still, the logo of the award is not used on the official tourism website or
brochures, which is explained by the fact that in the same year (2018) the “more powerful and
better known” title of European Capital of Culture (ECOC) 2023 was awarded to Veszprem as
well.
Some of the theme specialists commented that the title “Flowery City” is a bit outdated and is
a “vintage” term, not equally promoted by all participants. Displaying too many awards can be
confusing and does not catch the tourist’s attention.
Two of the theme specialists highlighted the importance of inner PR: the role taken by the
local government of Veszprem towards the town’s residents is exemplary. The city assumed a
leading role in (environmental) education and changing attitudes, strengthening and developing
the questions of awareness and sustainability in the population. The local population is
conscious about the maintenance of public spaces, and there is a general improvement in this
field, which ultimately affects the city image, valued by tourism (destination marketing).
During the course of the structured interviewing, the authors asked the national coordinator
of the jury as well. The national coordinator evaluated the method of preparation in Veszprem
as good (marked it 4 on a five-point scale). In her opinion the last stage of the preparation was
characterised by thematic consultations with too many participants (such as new actors turning
up occasionally) resulting in the repetition of previously agreed details. Considering the
competition, another problem that created difficulties was that some participants (theme spe-
cialists) were first seen only on the judging day.
She described the marketing communication as “very successful”, and this aspect was also
realistically assessed by the jury. Her view is that “[. . .] the essence of the message was suc-
cessfully communicated, Veszprem received a lot of useful advice it can develop in the near
future. One such result is that the city will prepare its own green policy that determines the
directions of urban planning for the next 10 years.”
According to the jury, the choice of communication tools applied during the course of the
promotion of the programme was exemplary: such as the mayor’s video message, the photo wall,
the slogan, the selfie-taking game, the stickers, the tagging, and the video recording by drone –
the city applied and channelled the potential offered by modern technology in an outstanding
manner. The excellent marketing material was also highlighted, which brought the attention to
other settlements as well, currently starting to take part in the contest. The coordinator high-
lighted the exemplary project Cloisters and Gardens, which displays how a green space devel-
opment managed by a local authority can have a positive impact on the wellbeing of a whole
district and the residents living nearby. Furthermore, two actual programmes were highlighted
as best practices and praised by the international jury:
1. The “Sustainability Day”, organised in May by the Veszprem Public Utility Company
(Veszpremi K€oz€uzemi Szolgaltato 2019), that brings the topic closer to residents in the form
of a multigenerational festival;
2. The Wildflowery Veszprem programme (RþD), an excellent example of creating sustainable
green spaces. The Wildflowery Veszprem is aimed at the founding of a sustainable and
climate-conscious lawn management practice resulting in the increased efficiency of
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maintenance, growth of urban biodiversity, and the character change of urban green spaces.
An important element of the initiative is the involvement of the local population and their
sensitization to the issues of urban nature conservation.
According to the coordinator, the preparation phase also brought about a team-building
effect and expressed that prestigious international awards – acting as “bonus points” – certainly
contributed to the victory of the European Capital of Culture as well. She emphasized that as a
member of the jury, she positively evaluated the attitude of the local population of Veszprem: the
city took the preparation seriously, the team worked in a dedicated and efficient manner: overall,
it lived up to the expectations of this unusual contest.
As for the impact of Hungary in Bloom and the Entente Florale Europe award on destination
marketing and city image, she gave a neutral response, stating that as someone living outside
Veszprem, she is unable to judge its consequences. Her view is that this is a longer-term and
more complex process. On the one hand, attractive walks in green spaces (such as events like
Varosom, Veszprem; Veszprem, my City) are increasingly popular among the local population
and the tourists, and on the other hand, the green policy currently under preparation contains
elements that are aimed to promote a positive city image and match the tourism supply as well.
5. MANAGERIAL IMPLICATIONS AND RECOMMENDATIONS FOR
DEVELOPMENT IN TERMS OF PREPARATION AND COMMUNICATION
Based on the theme specialists’ responses, regarding the preparatory process for the interna-
tional contest EFE, the authors propose the following recommendations.
The personality of the main coordinator, and their selection is of crucial importance: the
decision about the specific person, who can make a final judgment, should be made based on
confidence, consistency, and decisiveness. The human factor and the clarification of the specific
field of responsibility of the colleagues (persons) and the tasks and the areas of decision making
is inevitable. This can reduce the number of overlaps, misunderstandings, shortcomings in case
of a project that has multiple factors. Efficiency could be increased with fewer participants but
with more personal responsibility.
Recruiting volunteers from the locals is of great importance, such as certain local groups and
NGOs, and ensuring their better involvement in the landscaping process in terms of getting
information about the specific localities and built environment.
The theme specialists expressed several suggestions for development as to how the contest is
communicated to the locals (community initiatives, sharing flower seeds, online marketing).
They agreed that it is important to ensure more time available for the preparation which is to be
started at least one year before the competition. The local press – on which the local government
has direct influence – may have a much greater role in communication (Veszprem TV, Radio
Mez, the local government’s website, Veszpremi 7 Nap local weekly newspaper). In addition to
the media, the use and role of major events and festivals (Rose, Riesling & Jazz Days, Street
Music Festival, VeszpremFest) is also a possible solution. One specific example was the
organised flower seed distribution for citizens and tourists during the Spring Season-Opening
Event “Tavaszi Tekerg}o”, however, this opportunity was almost exclusively communicated by
Tourinform Veszprem, the local tourist information centre.
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Regarding the competition, communication requires a structured pre-determined marketing
strategy focused on local media and the local population. From this point of view the
communication handbook (which recorded the communication activities since the title Hungary
in Bloom was obtained), required by the EFE, is not efficient enough. The recommendations
related to outward communication (media, locals, tourists) included the development of a
mobile phone application (after the competition this would facilitate community events such as
a guided tour in the rose garden led by the chief horticulturist) and the creation and emphasis on
background information and additional content (environmental culture, synergies related to
culture).
Communication following up the winning of the international award did not get attention.
According to some respondents, this is due to the lack of a designated colleague, leaving the gold
award without significant impact in local or nationwide media. One of the theme specialists
added that despite the mistakes, the jury evaluated communication with very positive feedback.
As for demonstrating “best practice”, the theme specialists highlighted the following key
questions in terms of a successful application and management:
 It is of vital importance to designate a leader who is not a theme specialist, but is linked to the
local government or is an external colleague (from a company), and works flexibly.
 The amount of time spent was also considered important: the preparation stage needs to start
in due time, about one year in advance, including the delegation of tasks (appointing the
“conductor” and the appropriate experts).
 The rules of cooperation must be straightforward and determined in a serious manner,
requiring all stakeholders to comply and respect each other.
 Follow-up communication should not to be neglected. The preparation work achieved by
meaningful collaboration from the part of the city cannot be simply closed by an awards
ceremony and a single press conference about the award. The impact of the competition is
long-term and it needs to be consistently communicated to the local population that the
reason the city participated in the contest is primarily for their sake, for the beautification of
their environment and the improvement of their quality of life.
The preparation for the contest gave an opportunity to get to know one another and promote
teamwork. Basically, the institutions of the local government operate within the context of a
formalised framework, however, during the preparation process “interpersonal relationships”
were close-knit and a working community developed. For instance, currently, synergies are more
widely used in Facebook communication as well – they recommend one another and think
about one another: it had the power to build a community, and the slogan that motivated
everyone came true: ‘We participated - we won.’
6. CONCLUSIONS
The international jury noted that – thanks to careful urban planning– the architectural heritage,
the buildings of Veszprem are in a good condition, and street furniture and the well-kept
parks look harmonious. The findings of the research support the statement of the jury according
to which the city not only has an attractive image but the new criteria of the competition,
such as family-friendly and accessible infrastructure development, multilingual tourist
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information, and digital availability (website, application), all influence tourists’ satisfaction
about the destination.
Based on the findings, it can be concluded that experts in Veszprem consider the internal PR
(place marketing), the education of environmental awareness, the attitude formation, and the
steps towards sustainable urban planning, as outstandingly important. They highly valued the
transferable skills developed by the experience gained from the preparation to the contest, the
international jury’s feedback, and the method of the preparation work. Veszprem has only
partially used the prestigious European awards in its destination marketing activity, which re-
sults from the communication of a stronger brand, the European Capital of Culture 2023.
The authors believe that the “value” of the titles awarded is only as much as the local
community benefits from it, and uses it directly in the future. In the case of green/sustainable
cities, preparing for a single title (the road itself) can bring a new approach to renewing the
whole urban space, preparing a sustainability/green strategy, and strengthening cooperation and
networking. Ultimately, this is the basis for green branding.
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